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Understanding the Generations

Baby Boomers
(1946 – 1964)

Age 60-78 in 2024

Value loyalty, patriotism and quality.
Prefer traditional marketing, i.e. TV 

and print media.

This generation has a high level of 
discipline, mentally tough, strong 

principles, remains loyal & dedicated.

Gen X
(1965 – 1980)

Age 44-59 in 2024

Skeptical and value work-life balance.
Respond well to email and social media 

marketing.

Generation X is disciplined, hard-
working, resourceful, logical 

& independent.

Gen Y or Millennials
(1981 – 1996)

Age 28-43 in 2024

Prioritize experiences, authenticity and 
social responsibility.

Favor mobile, social media and 
influencer-based marketing.

Millennials tend to be bolder in their 
opinions, have high self-confidence and 

think outside the box.



Technology Over Time



The Human Psychology

CHOOSE MY OWN 
ADVENTURE

TRANSPARENCY

PEER FEEDBACK

PRIOR EXPERIENCE

FOLLOW THE HERD
BUDGET CONSCIOUS



• 71% of consumers prefer self-service tools over speaking to a human 
when doing research on a B2B software or solution.
o (Up almost 20% since pre-covid buying)

• Only 29% of consumers prefer to speak to a human when researching a 
product

The Human Psychology



B2B Buying Disconnect: 
The Self-Serve Economy Is 

Prove It or Lose It



The Evolution of Your Buying Committees

Signer

User

BEFORE



Most Preferred Way To Consume Content (B2B)
Boomers

• Blogs

• eBooks

• Reviews

• Social Media

• Video

• Customer Stories

Gen X

• Email

• Social Media

• Video

• Blogs

• eBooks

• Customer Stories

Millennials

• Video

• Reviews/Customer 
Stories

• Webinar

• Templates

• Blogs



Awareness

Consideration

Purchase

Advocate

Previous
Buyers' Journey

• ERP Listings

• Marketplace 
Listings

• G2, Capterra, etc.

Review Sites

• Customer Stories

• Product Pages

Website Search
• Nurture

• Campaigns

Emails

• Email

• Call from BDR

Event
• Blog

• Webinar

Social Media – 
Thought Leadership

• Thought 
Leadership

• Demos

Webinar
• Start of the cycle

Discovery call



Today's
Buyers'
Journey



Your "COMING SOON" Buyer's Journey

Seller free experiences in B2B?



“Mail Order” Perspective

• Keyboard over mouse

• Comfortable and reliable

• It just works (and if it ain’t broke…)

• Facebook / Blog marketing profile

• LinkedIn and YouTube for all

GP User Profile



Resistant to Change (But we're getting there)

• Fewer college students earning accounting degrees

• Accounting and finance professionals who started with GP 
are training the next generations

• Gen Xers and Boomers are living and working longer, started 
earlier and like to work

• All generations prefer their computer as their primary device
o Boomers prefer tablets as their next choice

o Gen Xers and Millennials prefer mobile devices

o More than 115% more Millennials use mobile devices compared to 
Boomers

GP User Approach to Change



“DoorDash” Perspective

• Cloud-based, instant access

• Flexible and mobile

• Always pushing the limits, wanting more

• TikTok marketing profile

• YouTube & LinkedIn applies to both
o 1 Billion hours of YouTube content consumed every day

o 60% of LinkedIn users are in the age range of 25-34

BC User Profile



BC User Approach to Change

Time for Change

• In the next 2 years, 64% of business buyers will be 
Millennials and Gen Z

• Younger buyers have new demands, higher expectations 
for B2B buying

• 90% of Millennials will express dissatisfaction with a 
vendor, compared to 71% of older generations

• Let them! And make it easy to do!



1) Mobile First

2) Rely On Video

3) Social Proof

4) Personalized Journey Experiences

5) AI-Driven Content and Data

5 Keys To Marketing Across Generations

New 
Tip!



1 – Mobile First



2 – Rely on Video
Polished video is your 
best way to hit all your 
audiences.

Baby Boomers: 1 in 3 scroll 
YouTube to learn about products

Generation X: love nostalgic 
leaning video content

Millennials: prefer raw, 
authentic video that is short form



3 – Social Proof

Remember how the human psychic works. 
We crave to be like the herd underneath it 
all.

We are looking for peers who have had 
success the make the move to something 
new, easier.

Using customer quotes and stories 
throughout your website, email strategy, 
social media, and more will help your self-
service audiences.

Tip on how to get these: activate your 
internal teams to help!



4 – Personalized Journey Experiences

Incorporate your buyer's name (if you 
can) in more than just your email sends. 

Think outside of the box and use your 
data to enhance their experiences.



5 – AI Driven Content & Tools (Save Time!)



Real-world Data: Website Visitors by Age



Real-world Data: LinkedIn Users by Seniority



The Trust Loop – Screenshot this!
Brand 

Discovery

Engagement

Purchase 
Decision

Post-purchase 
Experience

Trust 
Reinforcement

Loyalty & 
Advocacy

Continuous 
Feedback

Trust 
Over 

Transactions



1) Mobile First

2) Rely On Video

3) Social Proof

4) Personalized Journey Experiences

5) AI-Driven Content and Data

5 Keys To Marketing Across Generations





Questions & Discussion



Take a deeper dive in the upcoming 
Channel Marketing Academy workshop

June 26, 2024



Thank You!
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